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The Nations have a spiritual, cultural, and economic connection to the land since time
immemorial. Vancouver and 95% of British Columbia are located on the unceded territory of
First Nations. The term unceded acknowledges the dispossession of the land and the inherent
rights that the Nations hold to the territory. The term serves as a reminder that Musqueam,
Squamish and Tsleil-Waututh have never left their territories and will always retain their
jurisdiction and relationships with the land.
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 LAND ACKNOWLEDGEMENT1.

We recognize that we are on the unceded traditional homelands of the Musqueam, Squamish
and Tsleil-Waututh Nations. The Broadway planning process aims to recognize the living
culture and history of the Musqueam, Squamish and Tsleil-Waututh peoples. 

Image source: City of Vancouver
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2.   ABOUT THIS REPORT

The Broadway Plan is a comprehensive area plan that coincides with the construction of the
new Broadway Subway Line. The plan covers the area from Vine Street to Clark Drive and 1st
Avenue to 16th Avenue, with three neighbourhoods included: Kitsilano, Fairview, and Mount
Pleasant.

The City's Phase II Virtual Open House, which ran from February 16th to March 31st 2021,
focused on gathering feedback from residents about the plan's emerging policy directions.
The City of Vancouver, in partnership with CityStudio, tasked Langara College Applied
Planning students with engaging youth aged 13-30 in providing feedback on the "Emerging
Directions", as this is an age range that is generally underrepresented in the planning process. 

21 students were divided into 3 groups, each covering a neighbourhood. This engagement
report focuses on the process and results from Fairview. The following is a summary of the
opportunities and key findings gathered through strategies we envisioned and implemented
during the City's Phase II of engagement. We focused on informing, consulting, and involving
youth in the Emerging Directions of the Broadway Plan during the COVID-19 pandemic.
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The Community Amenities map shows the limited amenities present in the neighbourhood. 
 Public Institutions we identified as places youth frequent in Fairview include: False Creek
Community Centre/Douglas Park Community Centre and VPL Firehall Branch. There is no
public high school in the neighbourhood - residents are in the Kitsilano Secondary
catchment. Some of the comments from the Phase I Engagement Summary include the need
for additional park space, a local community centre, grocery store, and after-school activities.
As youth make up 33% of area residents, hearing from them in Phase II is important to ensure
their neighbourhood serves their needs.
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3.   FAIRVIEW OVERVIEW

Fairview is home to over 33,000 people. The
largest age group in Fairview is 25-34 year
olds, who make up approximately 25% of the
population (8,400 people). Youth aged 13-24
account for approximately 8% of the
population (2,700 people). Together, these
age brackets make up one third of residents
in the area.

Community Amenities



4.  ENGAGEMENT OBJECTIVES

Inform

Consult

Involve

Our primary engagement objective was to generate awareness and gather feedback about the
Emerging Directions of the Broadway Plan among youth aged 13-30 years old who live, work,
and play in Fairview. Additionally, we wanted to generate interest and involvement in a Virtual
Youth Workshop. Taking the IAP2 Spectrum into consideration, our engagement approach
focused on Informing, Consulting, and Involving youth. Our objectives were as follows:

Present the opportunity for youth to be involved in shaping the
future of their city. We referenced the City of Vancouver's virtual
Open House to create posters and social media posts that
introduced people to our survey and the Virtual Youth Workshop.

Provide a survey that could be completed in 10 minutes on a
mobile device. We pared down the questions from City of
Vancouver's survey, and prefaced them with additional
information pertinent to each question. This allowed respondents
to review a succinct summary of the emerging policies prior to
answering the quantitative and qualitative questions.

Receive feedback from youth through an open dialogue. We co-
lead a Virtual Youth Workshop with City of Vancouver to provide a
dedicated space for young Vancouverites to learn more about the
Emerging Directions and share their thoughts.
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As al l  our meetings were online,  we uti l ized jamboards to
brainstorm many aspects of the engagement plan - from initial
ideas,  to asset mapping,  to choosing the questions to include in
our survey.  The jamboard above shows our init ial  engagement
brainstorm.

5.  ENGAGEMENT PROCESS

We included images in al l  aspects of our engagement to help
visual ly explain ideas.  The images above were included in the
'Places for Public Life '  survey question to help explain the policy.

Between March 8th and March 31st 2021, we focused on two virtual engagement techniques
to collect feedback: an abbreviated version of City of Vancouver’s online survey and a Virtual
Youth Workshop. We drove awareness by placing posters throughout the community,
reaching out to community assets and stakeholders, working with the Kitsilano and Mount
Pleasant groups to film an Instagram takeover for Langara's account, and sharing
engagement opportunities with our personal networks.

February 2021

Asset Mapping + identifying stakeholders

Survey creation

Poster creation

Douglas Park Youth Council Meeting

Social Media posts

Langara Instagram Takeover

Survey Launch

Virtual Youth Workshop

Survey Close

Report Out

April 2021
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Survey

We helped facilitate the Broadway Plan’s Virtual Youth Workshop on
March 22nd, 2021. This workshop provided a dedicated space for young
people between the ages of 18 and 30 to share their thoughts on the
Broadway Plan's Emerging Directions, including housing, transportation,
Broadway as a  “Great Street,”  jobs  and  economy,  and  more.  Everyone

who was interested was encouraged to attend, and the workshop was not limited to
residents of the Broadway Plan area. 55 people attended and were divided into 6
breakout rooms to have discussions about what they liked about the Emerging
Directions and what was missing. We had a student facilitating conversation and
another taking notes in each breakout room.

Our survey was open from March 8th to March 31st 2021. It was based off
the City of Vancouver's survey, which was released with Phase II of their
engagement. The City's survey consisted of 93 questions in a 'choose
your own adventure' format, covering both neighbourhood-specific and
area-wide  policies.   While  this  survey  was  very  thorough,  we  agreed

that the majority of questions would need to be omitted in our survey to more
effectively engage with young people about Fairview. We wanted to limit the policy
questions to 10 with hopes that we would not lose the attention of respondents. We
included Fairview's 7 sub-area questions, and narrowed down the area-wide ones by
dividing the 12 policies amongst ourselves, and bringing summaries of each back to the
group. We then did a dotmocracy to determine which 3 to include, keeping in mind
what youth might be interested in. We decided on 'Broadway as a Great Street', 'Getting
Around', and 'Places for Public Life'. All 10 policy questions were prefaced with
summaries of the material and images to help add context; they also included links to
City of Vancouver's PDFs.
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6.  ENGAGEMENT OPPORTUNITIES

Youth Workshop

Douglas Park Youth Council  Meeting

We attended a Youth Council meeting in March where we shared
information about the Broadway Plan and the importance of hearing
young voices in the planning process. Members we eager to participate -
we had a 50% survey completion rate from this engagement opportunity.

56 engagement contacts

55 engagement contacts

We had a prize incentive to get people's attention and to make filling out our survey
worth their time. Interestingly, less than half our respondents entered the contest. At
the end of our survey, we included a link to the Virtual Youth Workshop, aiming to
funnel youth from thin, more surface level engagement, to thick, more robust
engagement. 

6 engagement contacts



We drove awareness to our survey and the Virtual Youth Workshop by
leveraging our personal networks and posting on social media. We
engaged with folks using Instagram stories, polls, and questionnaires, as
well as professional posts on LinkedIn, both ending with a call to action:
to  complete  our  survey  or  attend  our  workshop.  We  reached  1400+ 

people across our posts on Instagram and LinkedIn. We utilized hashtags and mentions,
which lead to one of our group members having their story shared on the City of
Vancouver's Instagram account, resulting in a potential reach of an additional 75,000
people. We  worked with local groups we
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6.  ENGAGEMENT OPPORTUNITIES

Social  Media Posts

One of our Instagram posts showed the change at Broadway and
Ash from 1993 to 2020, and asked people to imagine what it  could
look l ike in the next 30 years by f i l l ing out our survey or attending
our Virtual  Youth Workshop.

identified early in our process including
CityStudio, Global Shapers, and
CityHive. These youth-centric civic
organizations were keen to help us get
more young folks involved. They helped
amplify our messages, survey, and
opportunity to attend the workshop to
an additional 4,000+ people.

We created a poster to introduce people to the Broadway Plan. It was
designed with minimal text and included a QR code following our call to
action, so youth could quickly and easily access our survey on their
mobile device. Due to COVID-19, community centres declined our
request to put them up. We distributed them to local businesses and
placed them throughout the neighbourhood. 

Poster

5,400+ reach plus 75,000+ potential  reach

We worked with the Kitsilano and Mount Pleasant teams to film an
Instagram Takeover for Langara's account to reach our student
community. The Takeover consisted of about four minutes of footage
showcasing key areas of interest from each neighbourhood. We included
informative pieces  on  jobs,  transportation,  and  housing  in  Fairview.
At the end of each neighbourhood section, we  included  'swipe  up'  links

to each group's survey. Together, we reached 1,900+ followers on Langara's account.
We generated 108 survey clicks, as well as 23 clicks to the Broadway Plan's online Open
House. The Takeover took place on Friday, March 19th 2021, and was reposted by
CityStudio Vancouver the following week.

Instagram Takeover
1 ,900+ reach

30+ distributed



84%

7%
5%

4%

Student Networks
Poster
Douglas Park Youth Council 
Other

56
responses

45%
had not heard about 

the Broadway Plan

41%
live or work in the

 Broadway Plan area

High
(8+)

Low
(1)

7.  WHAT WE HEARD

Geographic distribution of survey respondents

How we heard from youth

Through our survey, we heard from 56 people, 49 of whom were between the ages of 13-30.
We got 17 responses from folks who live within the Broadway Plan area, and an additional 7
from those who work in the Broadway Plan area. We only heard from 4 people who work in
Fairview - due to the COVID-19 pandemic, we identified early in our process that it might be 

difficult to reach these people. We
found that the most effective means of
getting the word out about our survey
was by student networks (including
word of mouth and social media posts
on personal accounts), and were 
 pleased to find out that nearly half the
people we reached were hearing about
the Broadway Plan for the first time.
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Granville/Burrard Slopes

Fairview Slopes

Broadway Shoulder Area

Fairview South

Uptown/Cambie North

South Granville Village

Uptown South

4.37

4.29

4.21

4.13

4.09

4.07

4.04

South Granville is pretty bland and bougie, I think it needs to be vibrant and
diverse.

Would like to see retail/food service options maintained and enhanced for office
workers in this area, inclusive of people with desk jobs and those in service roles. 

Considering our current housing crisis... Increasing social and affordable housing
in this area is a great start! 

South Granville Village

Uptown/Cambie North

Fairview Slopes

1

6
44

2

5

7

3

Fairview sub-areas

"More parks!"
"Provide pleasant

means for people to
walk to places. Multi

use paths and
separated sidewalks."

Places for Public Life Getting Around

7.  WHAT WE HEARD

Broadway as a Great Street

"Patios, trees, seating
and the infrastructure

for conscious
connection and
community are

essential to a great
street"

We valued each survey response on a 5 point scale to determine overall support from youth.
Overall, we heard that youth generally agree with these Emerging Directions. Of the 7 sub-
areas within Fairview, Granville/Burrard Slopes scored the highest. Some of the ideas youth
offered for how to improve the existing area policies there include more outdoor communal
spaces and a transit option along Burrard Street. South Granville Village scored among the
lowest of the 7 sub-areas. Youth were concerned about the walkability, lack of diverse
amenities, and affordable retail options.

The 3 area-wide policies we considered also received a lot of support. Places for Public Life
scored 4.46, Getting Around scored 4.44, and Broadway as a Great Street scored 4.24. Some
ideas youth had for how to improve them include:
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7.  WHAT WE HEARD

Affordable rental
units for

cohabitation or
families

Concerns around housing affordability
Concerns regarding displacing renters with new developments
Need for more housing stock in the area 
Too many studios are being built, not enough 2+ bedrooms
Consider mandatory minimum unit size for new rental buildings

Love the prioritization for bike lanes and walkable streets
Like the focus on increasing infrastructure for active transport,
safety + traffic calming measures
Secure bike parking should be considered
Need more commercial spaces around transport hubs 

Small and active store fronts in places like South Granville Village
should be retained 
More opportunities for patios
Civic cross roads could be made more vibrant 
Commercial spaces are very large and can only be occupied by
large tenants. Focus on building smaller spaces for local
businesses

Like the focus on creating more places for people to meet 
Need for public washrooms in the neighbourhood 
Incorporate local food production into the area e.g. community
gardens, public fridges
Need more cultural spaces for minority groups 
Focus on flexible, weather protected spaces e.g. multiple uses
More green and active spaces to support influx of residents

Housing: 

Transportation: 

Area Character:

Public Space 

Safe walkable
and bikeable
streets 

Local shops

Diversity of public
spaces

The feedback we received from the Virtual Youth Workshop focussed around four key themes:

1 Housing 2 Transportation 3 Area Character 4 Public Space
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APPENDIX A

Initial  engagement ideas
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APPENDIX B

Poster
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APPENDIX: C

Social  Media Posts

"How do you want to see Fairview change over the
next 30 years? Fill out a survey being administered
by @langaracollege Applied Planning Students in
partnership with @CityStudioVan and
@CityofVancouver about the Broadway Plan on how
new housing, jobs, and amenities are going to be
integrated in the area. Share your thoughts before
March 29th and you could WIN a $50 gift card!
Swipe to see how Broadway and Ash has changed
since 1993, and imagine how it could change by
2050! Survey link in bio."

"Are you between the age of 18 and 30? Do you live, work, or spend time in Kits,
Fairview or Mount Pleasant? Don't miss Monday's opportunity to shape the future of
the Broadway area!

The @cityofvancouver is teaming up with @langaracollege Applied Planning students
and @citystudiovan to host a virtual youth-focused engagement workshop on March
22nd at 6:00pm.

Link in bio. 
#broadwayplan #shapeyourcity"

Instagram Takeover
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APPENDIX: D

Survey content

Granville/Burrard Slopes South Granville Village

Fairview South

Fairview Slopes
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APPENDIX: D

Survey content

Uptown/Cambie North

Broadway Shoulder Area

Uptown South
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APPENDIX: D

Survey content

Area-wide Places for Public Life

Area-wide Broadway as a Great Street
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Area-wide Getting Around



APPENDIX E

Qualitative survey results

Fairview Slopes

Granville/Burrard Slopes
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I think a focus on third spaces needs to be core. The Arbutus Greenway is amazing, and while there
are some great bars and restaurants in the area, it still isn't much of a community hub or place to
really come together. 
I would like to see more outdoor communal areas to hang out. 
Be environmentally connected - use trees and plants

This area is not very wheelchair friendly, if there was any way to improve this, it could be better.
Considering our current housing crisis I believe looking to our friends in Europe and just how much
they value social and affordable housing sets a great precedent for us to work towards. Increasing
social and affordable housing in this area is a great start! 
I love this area!
One of the steepest areas in the city...mix that with old buildings and a potential “big one”
earthquake and you have yourself a disaster in the making. 

Broadway Shoulder Area
Right now this area is primarily office and chain restaurants without any character. Some better
public urban space is needed and more residential to add vibrancy.
This area is in desperate need of some personality; more shops and restaurants welcome. Would be
great to repurpose the under utilized office space into housing.

Fairview South
I believe the combination of smaller commercial uses along with affordable rental properties for this
area is a wonderful step towards complete communities within Vancouver!
More “community corner” areas with a cafe/grocer/basic needs shops etc; please keep buildings low
rise when possible!
This area seems pretty solid...I would only add that it might need more small businesses especially
on Broadway.

Uptown/Cambie North
Would like to see retail/food service options maintained and enhanced for office workers in this area,
inclusive of people with desk jobs and rose in service roles. 
Creating a second downtown is an ambitious idea but building around transit is intelligent.
It is hard today how work from home going to effect the office space market. Would this space be
better served as a combination of office/social housing projects?



APPENDIX E

Qualitative survey results

South Granville Village
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Offer housing options above retail stores but keep them on low level buildings.
Too much traffic and very loud. Should be more walkable. 
This area feels sort of expensive and exclusive to me.
Many of the shops in South Granville are targeting the ultra wealthy. Would be nice if the area was
more inclusive and had amenities for all.
South Granville is pretty bland and bougie, I think it needs to be vibrant and diverse.

Uptown South
There are no businesses on 12th. Would like to see more mixed use and higher density.
Keep new developments at medium height.

Broadway as a Great Street
Patios, trees, seating and the infrastructure for conscious connection and community are essential to
a great street.
Murals! Walls are ugly.
Impact of removing street parking could be significant. Patios with extended hours could make area
more vibrant. 
Live music (at reasonable hours) would be cool. Also maybe slow down car traffic so it’s not so
noisy for us sitting enjoying a coffee.
 Broadway doesn’t usually feel like a fun/enjoyable place to hang out. Maybe there are ways to
mitigate street noise through creative use of space?

Getting Around
Provide a pleasant means for people to walk to places. Multi use paths and separated sidewalks are
two ways of achieving this. 
Protected bike lanes are key to more active, healthy personal transportation.
Parking for cars and bike lockup safety are usually a concern.
I love the idea of creating more rapid transit and transit capacity.

Places for Public Life
Affordable grocers, free public spaces, libraries, social housing, creative spaces, and a regulatory
framework to development that restricts rent-seeking behaviour and supports productive, diverse
growth (personal, communal, and economic) is key. 
More parks the better. Add some equipment for working out. Keep it green! 
Allow more food trucks and more public events to actually happen!
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Acknowledgment 

We would like to acknowledge that the land in which we are about to discuss is on the unceded territory 

of the Coast Salish Peoples, including the territories of the xʷməθkwəy̓əm (Musqueam), Skwxwú7mesh 

(Squamish), Səli̓́lwətaʔ/Selilwitulh (Tsleil-Waututh) Nation. 

Introduction  

This report summarizes the outcome of the Broadway Plan Youth Engagement strategy conducted within 

the Mount Pleasant neighbourhood in Vancouver, British Columbia. The following stages of development 

will be discussed: 

• Engagement Objectives 

• Engagement Process 

• Data Analysis 

• Key takeaways and recommendations 

 

The City of Vancouver launched a planning process in March 2019 to create a comprehensive community 

plan for the Broadway neighbourhood. The subject area is bordered by Vine Street (west), Clark Drive 

(east), 1st Avenue (north), and 16th Avenue (south). It is a 30-year plan that aims to create opportunities 

for new housing, jobs, and amenities surrounding the new Broadway Station (City of Vancouver, 2021). 

The City arranged for virtual open houses and launched a survey, during February and March 2021, to 

receive public input on the project’s emerging directions. The intent was to identify key ideas, interests, 

and opportunities the residents in the neighbourhood deemed important (City of Vancouver, 2021).  

 

 
 

Historically, throughout City public engagement processes, most participants are of an older generation 

with a higher income, whereas the voices of youth are generally under-represented. To help ensure 

diversity and representation, Langara College Applied Planning students were tasked with developing an 

engagement strategy that encouraged “youth” - those aged 13-30 - to provide feedback regarding 

redevelopment of the Broadway Corridor.  By creating a strategy specifically targeted at youth, the City 

was supported to ensure they heard voices and perspectives from people of all age groups.  
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Engagement Objectives   

Engagement techniques were selected with consideration for the IAP2 spectrum, relatability to the 

target demographic, suitability to the Mount Pleasant neighbourhood, and limitations imposed by the 

COVID-19 pandemic. Primary objectives included: 

 

• Creating awareness of the Broadway Plan and to collect a minimum of 35 survey responses on 

the emerging directions area policies. 

• Evaluating the effectiveness of engagement techniques, to determine their ability to inform 

future public engagement opportunities. 

 

The engagement process was designed to be inclusive of all community members that fell within the 

target age range. Target groups were sector based, and included individuals, members of the private 

sector, and community interest groups; for example, students, young professionals, business owners, and 

organizations such as the Mt. Peasant Community Centre. 

 

  

Engagement Strategies 

To ensure that a diverse range of engagement opportunities were provided, strategies were determined 

based on the following IAP2 spectrum techniques: inform, consult, and involve (see Appendix A).  

Informing was achieved by providing direction and access to numerous Broadway Plan resources, made 

available via the City of Vancouver website. Consultation and involvement were conducted online via 

surveys and a virtual workshop. Due to restrictions imposed by the COVID-19 pandemic, traditional in-

person events were not possible, and virtual strategies were required to share information, connect with 

the community, and collect feedback. Core channels for engagement included: 

 

• Partnering with local business AJ' s Brooklyn Pizza Joint to provide gift card incentive for survey 

completion.  

● Encouraging further community involvement by connecting with local businesses to put up 

posters. 

● Utilizing social media platforms such as Instagram, Facebook, and LinkedIn to reach folks online. 

● Organizing and facilitating a virtual youth workshop. 
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Engagement Process Timeline  

Engagement strategies evolved over a period of three months from January to March 2021. The following 

timeline outlines stages of development: 

 

Process Overview 

Survey Incentivization 

Incentivization was identified as an effective public engagement tool for encouraging participation. To 

involve local businesses, reputable establishments along East and West Broadway were contacted, and  

AJ' s Brooklyn Pizza Joint agreed to the purchase of a $50 gift card.  

Community Involvement 

Although engagement was largely online focused, to ensure a diverse range of techniques, outreach was 

still conducted within the community. 30 businesses, organizations, and institutions were contacted to 

assist in sharing the message, by allowing posters to be placed in high traffic locations within their 

establishments. 10 businesses responded positively to our request for poster placement: 

 

• AJ’s Brooklyn Pizza Joint 

• Fable Diner 

• Red Truck Brewing 

• Bean Around the World 

• Catoro Café 

• Amato Gelato 

• Starbucks (260 E Broadway) 

• Starbucks (1777 Quebec St.) 

• Mt. Pleasant Community Centre 

• Launder All Coin Laundry 
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Social Media Outreach  

As of February 2021,  the number of social network users in Canada stands at a record 25.35 million 

(Statistics Canada). Statistics such as these suggested social media outreach would generate the greatest 

amount of public response to the survey.  Student social media channels were utilized to promote content 

on Instagram, LinkedIn, Facebook, Twitter, and Reddit. On March 19, 2021, an Instagram takeover also 

went live on Langara College’s account. 

Youth Workshop  

On March 22, a virtual youth engagement workshop was held; it offered a dedicated space for 

participants between the ages of 18 and 30 to interact and share ideas. Public notice about the 

workshop was shared online via the previously mentioned social channels. The following groups were 

also contacted directly, however, responses were not received by all: 

 

• Vancouver Island University, Masters of Community Planning Program  

• Langara College, Department of Applied Planning 

• University of Victoria, Society of Geography Students  

• Simon Fraser University 

• Mount Pleasant Neighbourhood House 

• Vancouver Mural Festival  

• Ken Chan, Daily Hive 

 

What We Heard 

Survey Data Analysis  

The Broadway Plan - Mt. Pleasant Emerging Directions Survey collected a total of 68 responses, with 50 

individuals having completed the survey in its entirety. Questions were based on City of Vancouver’s 

survey, but this version was significantly shorter with only 29 questions in comparison to the original 

with 93. The City’s version took on average about 29 minutes to complete, with an approximate 49% 

completion rate. The student survey had a completion rate of 72.3% and an average completion time of 

9 minutes. The responses were based as closely as possible to the City’s survey, in order to match the 

data collected without deviating from the original response options. The survey’s structure was divided 

into 3 sections, with the first on the Broadway Plan’s emerging directions, the second on Mt. Pleasant, 

and lastly, demographic questions. There was also an option to leave feedback, and a chance to enter 

the gift card draw.   

 

The survey was a success and exceeded the original target of 35 respondents. Of the 51 respondents that 

listed their year of birth, 51% were born from 1996 to 1998, and only one person was born after 1990. 

There were also 14 different ethnic backgrounds represented in the survey, and 64% of respondents 

https://www.statista.com/statistics/260710/number-of-social-network-users-in-canada/
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identified as female. Youth, females, and ethnic minorities were under-represented in the City of 

Vancouver’s survey data. Some dominant trends found in the data included (see Appendix C): 

 

● Most of the respondents were either renting their housing units or living with their parents 

(78.4%).   

● Most did not have children under 18 living with them (84.3%).  

● 66.1% stated social media as the number one source for hearing about the survey. This was 

followed by “word of mouth/friends/family” at 24.2%, posters at 8.1%, and “other methods” such 

as through City of Vancouver at 1.6%.   

 

The first section of the survey asked five questions about the Broadway Plan, as well as how familiar the 

respondents were with the Broadway Plan. Surprisingly, most of the respondents were only somewhat 

familiar (35.3%), vaguely familiar (29.4%), or did not know what the Broadway Plan was (8.8%), with the 

remaining respondents being fairly familiar (16.2%) or very familiar (10.3%).     

 

The results for the Broadway Plan emerging directions were relatively well-received, especially with 

regards to mixed-use developments and public spaces such as the “Villages” and “Centers”. Most 

respondents (83.8%) answered with “Like Them” or “Really Like Them”. Regarding “Residential Area” 

emerging directions, 69% of respondents responded positively with “Like Them” or “Really Like Them”. 

Lastly, for the “Industrial Areas and Employment” question, half of the respondents were “Neutral” 

towards this emerging direction. 

   

The second section of the survey asked respondents about Mt. Pleasant’s future directions. The “Main 

Street Village” and the “Mt. Pleasant Sub-Centre Area” directions were generally well received, with 

75.4% of respondents liking the Main Street Village and 70.4% of respondents liking the Mt. Pleasant Sub-

Centre Area directions. The “Creative District” was also well received, with 71% of respondents liking the 

direction. Many respondents were, however, more neutral towards the “Industrial Area” directions and 

stated they were either not well informed about that area or had no opinion. The housing related 

questions such as the “RT-sub area” and “Apartments North and South areas” were relatively well 

received, but had feedback stating that they were somewhat skeptical as it sounded “a bit too positive” 

and would like to see the trade-offs for developing these areas. Another comment suggested having a 

timeline to speed up the delivery of housing would provide clarity between the City and the people. This 

was also reflected in feedback received at the Youth Workshop, which stated gentrification and 

unaffordability of residential units as major problems arising from the development of residential areas.  

Youth Workshop 

Fifty-three participants attended the workshop; both members of the public and city staff were present. 

Three key questions were used to guide breakout room discussions: 

   

● What are your thoughts on the emerging directions?   

● Are there any specific emerging directions that stand out to you? What about them stands out?   
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● Is there anything that you think is missing?  

 

Responses indicated that people were generally pleased with the emerging directions for places for public 

life but had concerns regarding accessibility to transportation and affordable housing. The following are 

examples of comments received: 

 

● More accessibility in transportation is required and multimodal options are essential. 

● Though the current neighbourhoods are nice, more walkability and cultural spaces are required. 

● The most likeable elements from the emerging directions were the street designs and potential 

bike routes. 

● The stats on visible minorities and racialized renting should be made publicly available and Regent 

Park, Toronto should be studied for the community participation aspect. 

 

Key Takeaways 
Key findings for the project include:  

● As predicted, social media was the most successful method for reaching the youth demographic.  

● Most youth were not aware of the Broadway Plan prior to this process. 

● Word-of-mouth is an effective method for captivating youth, particularly when information is 

tailored and shared on frequently used social media platforms. 

● Although our data does not indicate that posters attracted many participants, one individual 

specifically mentioned appreciation for this method. It is also possible that posters created 

general awareness of the project within the community that could not be measured. 

The following are recommendations for the City of Vancouver:  

● Consider splitting the target audience from 13-30 to 13-17 and 18-30 respectively, and design 

separate engagement strategies for each. 

● Given significant competition for youth’s attention, shorten the survey such that a participant will 

not become too easily distracted and forego completion.  

● Utilize social media; keep up to date with the relevancy of various platforms and consider 

partnering with local media influencers or public figures who have pre-established trusted 

relationships with their audiences. 

● Continue to offer prize incentives for survey completion. 

Conclusion 
By using IAP2 spectrum strategies, a set of methods were devised which successfully engaged the target 

demographic by use of visual aids and social media. Moving forward, if messaging is shared through 

appropriate channels, it is anticipated that youth will be willing and eager to provide their feedback. 

Overall, the Broadway Plan Youth Engagement Strategy provided practical and valuable experience in 

urban planning and community engagement.  
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Appendix A: IAP2 Spectrum 

 

IAP2 Spectrum. Retrieved from https://iap2canada.ca/Resources/Documents/0702-Foundations-
Spectrum-MW-rev2%20(1).pdf 

https://iap2canada.ca/Resources/Documents/0702-Foundations-Spectrum-MW-rev2%20(1).pdf
https://iap2canada.ca/Resources/Documents/0702-Foundations-Spectrum-MW-rev2%20(1).pdf
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Appendix B: Posters 
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Appendix C: Survey Questions and Results 
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Appendix D: Youth Engagement Workshop 

Each breakout room had three to four youth, two facilitators for guiding the conversation if needed, one 

City Staff member to answer any questions which might arise during the conversation, and one note taker. 

Langara students helped with the facilitation and the notetaking. This workshop helped the participants 

to understand the Broadway Plan better. It gave them an opportunity to have a say in the development 

process happening around them and which was going to have an impact on them. The views expressed in 

the workshop about the Broadway Plan are taken into consideration for refinement of the Plan. This 

workshop was a team effort and was made successful even during the pandemic due to the willingness of 

all the stakeholders. Objectives of the workshop were as follows:   

 

● Inform Generation Z (18-30 Years old) about the Broadway Plan. 

● Get to know the values of community members.   

● Provide participants with an opportunity to shape their future by giving feedback to the City on 

the emerging directions of the Broadway Plan. 

● Help bring refinements in the draft plan over the coming months through the engagement 

workshop.  
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Appendix E: Hubbub 

Presentation 
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Written Description 

In March 2019, the City of Vancouver launched a comprehensive 30-year area plan to improve the Broadway 

Corridor. Later, when Phase 2 of public engagement began in early 2021, input from Vancouver’s youth was 

significantly less than that of other demographics. To support this process, Langara College Applied Planning 

students were tasked with developing and implementing a youth engagement strategy; the target demographic was 

between the ages 13 and 30. Our goal was to increase the number of survey responses received by the City of 

Vancouver, and to assess the overall effectiveness of our processes with consideration for future engagement 

opportunities. 

Engagement techniques were selected with consideration for the IAP2 spectrum, relatability to the target 

demographic, and limitations imposed by the COVID-19 pandemic. Much of the engagement plan was to drive youth 

to complete an online survey. We worked in three teams, each dedicated to a neighbourhood along the Broadway 

Corridor: Mount Pleasant, Fairview, and Kitsilano. Core channels for driving awareness for our surveys included social 

media outreach on student networks, placing posters throughout each neighbourhood, promoting through a local 

business, and conducting an Instagram takeover on Langara Colleges’ account. 

Surveys were live from March 8 to March 31, 2021. We received 424 responses, with additional input collected at a 

virtual youth workshop we helped organize and facilitate. Feedback indicated that the most well received area-wide 

policy was in regard to public spaces, while housing had the least support. Responses also informed that 44% of 

participants were hearing about the Broadway Plan for the first time, 51% of respondents live or work in the 

Broadway Plan area, and that 64% of engagement was driven via student networks. Our findings suggest that 

capturing the attention of youth does not require large budgets, rather, that the messaging is shared through 

appropriate channels. 
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Mural on the side of Native Education College by Jerry Whitehead,
Sharifah Marsden, and Corey Bulpit



It is important that we recognize and wholeheartedly acknowledge
that the land on which the Broadway Corridor lies is on the
traditional and unceded territories of the xʷməθkʷəy̓əm
(Musqueam),  Sḵwx̱wú7mesh (Squamish), and Sel̓íl̓witulh (Tsleil-
Waututh) peoples. Together, the Nations bring an interconnected
array of spiritual, cultural and economic kindred towards the land.

I. FIRST PEOPLES

We must continue to remind ourselves that the Musqueam,
Squamish, and Tsleil-Waututh peoples have never left their
territories and will always retain their jurisdiction and relationships
together with the land.

Collectively, the Broadway Plan and the City of Vancouver aspire to
recognize the cultural and historical significance of the First
Peoples.

Strengthen local First Nations and Urban Indigenous Relations,
Promote Indigenous peoples arts, culture, awareness and
understanding, and
Incorporate First Nations and Urban Indigenous perspectives for
effective City services

The Vancouver City Council has endorsed the United Nations
Declaration on the Rights of Indigenous Peoples, in 2013, and has
designated the City as a City of Reconciliation. In 2014, the City
committed to achieving the following goals:
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http://www.musqueam.bc.ca/
http://www.squamish.net/
https://twnation.ca/


Kitsilano Area Plan

II. STUDY AREA

The Broadway Plan is a 30-year plan that focuses on opportunities to integrate
new housing, jobs, and amenities around the new Broadway SkyTrain in the
neighbourhoods of Mount Pleasant, Fairview, and Kitsilano. Centred on
Broadway, the plan area encompasses approximately 860 hectares of land
situated between Clark Drive and Vine Street. 

Broadway Corridor
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III. ENGAGEMENT TIMELINE

Over the course of two months, Applied Planning
students from Langara College, in collaboration
with CityStudio Vancouver and the City of
Vancouver, engaged youth from the Kitsilano
neighbourhood on the Broadway Plan. 

The City of Vancouver began the planning and
engagement process on the Broadway Plan in
March 2019 and will end in late 2021. 
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IV. ABOUT THIS REPORT

This report outlines and summarizes the findings from a period of public
engagement with youth conducted between March 15, and March 31, 2021 as
part of Phase 2 of the City of Vancouver’s Broadway Plan. The main focus of
this phase of the plan was to seek feedback on the Emerging Directions
policies of the Broadway Plan.

Feedback was gathered through virtual engagement opportunities targeted
towards youth in Kitsilano; these included a survey and a youth engagement
workshop. The findings from both of these virtual engagements  are presented
in this report with responses from the online survey included in the appendices. 
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Time: 5 minutes

V. ENGAGEMENT STRATEGY & OBJECTIVES

In taking account of the IAP2 spectrum, the youth engagement strategy aimed to inform, consult, and involve younger voices on the
Emerging Directions of the Broadway Plan. Youth were informed through delivery of balanced and objective information, consulted by
obtaining feedback and involved by ensuring their opinions and concerns were heard.
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How local governments work;
How municipal decisions are made; 
How to develop skills in areas like communication and collaboration.

Raise awareness and explain the Broadway Plan’s Emerging Directions
with youth;
Collect quantitative and qualitative feedback from youth to help
understand the levels of support for Emerging Directions policies;
Partner with established neighbourhood businesses as a means of testing
a potential channel for citizen engagement and supporting local
businesses.

While younger voices are often underrepresented in planning processes,
youth engagement is critical for local governments to better address their
needs and interests. Additionally, involving youth in planning processes
provides them with practical skills and knowledge of:  

Prior to execution of the youth engagement strategy, the following objectives
were determined:



The primary technique used to collect youth feedback on the Broadway Plan's Emerging Directions was an
online survey. Given the demographic's high adoption of digital platforms, and consideration of social
distancing requirements associated with COVID-19,  this engagement technique was considered to be the
most effective method for collecting large volumes of feedback. 

With the end user in mind, Typeform, a digital survey solution was selected for its user experience, mobile
friendliness, and engagement functionality. 

To ensure respondents had enough time to thoroughly consider each question, as well as retain their
attention, the survey was designed to be completed in 3-5 minutes. Included in the survey were five
questions regarding proposed area-wide policies, four questions relating to awareness and impact on the
Broadway Plan on respondents, and six questions associated with participant demographics. 

At the end of the survey, respondents were asked whether they would be interested in either attending a
virtual youth engagement workshop, or taking the City of Vancouver's Emerging Directions survey. Based
on response, participants were directed to either of those landing pages upon completion.

VI. ENGAGEMENT OPPORTUNITIES

Online Survey

The City of Vancouver hosted a virtual youth engagement workshop in regards to the
Broadway Plan's Emerging Directions on March 22nd. The event attracted youth from
both the Broadway Corridor area and Metro Vancouver.

After being presented with proposed policy directions of the Broadway Plan, attendees
were split into six breakout groups, with each having a student facilitator, student
notetaker and City of Vancouver staff member to address questions.  Throughout the
event, Langara Applied Planning students recorded feedback from participants on their
opinions surrounding the Emerging Directions, as well as their feelings on specific
neighbourhood issues.

Youth Engagement Workshop
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Posters were designed with the target
demographics in mind including a bright blue and
yellow colour scheme, with the purpose of drawing
in participants to learn more about the Broadway
Plan and the survey. As in the other strategies, the
posters had a distinct, custom QR code, and
participants could also provide their email for a
chance at winning a $50 VISA gift card.

For the business partnership strategy, two local Kitsilano businesses
were identified as having high levels of foot traffic, were frequented often
by youth, and had lower barriers for affordability. These were Rain or
Shine Ice Cream on West 4th Avenue, and Nat’s Pizzeria on West
Broadway near Kitsilano Secondary School.

Custom placards promoting the survey were placed near registers to
provide high visibility  to customers. Participation was incentivized
through promoting gift card prizes to each of the respective businesses.
Lastly, patrons were able to access the survey through scanning a QR
code placed on the signage.  

PostersBusiness Partnerships

local business partnerships;
an Instagram takeover;
poster advertisements; and
student networks connections.

The following tactics were used to drive awareness of virtual
engagement opportunities: 

VII. AWARENESS ACTIVITIES
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A partnership was formed with two other neighbourhood groups (Fairview and Mount Pleasant) to conduct an
Instagram takeover as part of the Broadway Plan Youth Engagement Strategy. A combined creative effort
resulted in the production of a 4-minute informational video designed to drive traffic to neighbourhood surveys
and raise awareness of a city-hosted virtual youth engagement workshop.

One of the main objectives of the video was to showcase the atmosphere and vibrancy of each respective
neighbourhood. The takeover also  provided an opportunity to highlight some quick facts and information about
these areas and the Broadway Plan to viewers. 

The video highlighted some of the prizes that could be won by participating in the surveys, and was posted to the
Langara and CityStudio Vancouver Instagram accounts. It was also shared by many Langara Applied Planning
students through their personal social media accounts as well.

In addition to responses on the Broadway Plan, many comments were received in regards to the content and delivery
of the survey. In general, nearly all comments were positive and praised the intuitiveness of the flow of the survey,
pointing out that it functioned smoothly on mobile devices which was a key initial consideration. Some respondents
also commented positively on the inclusion of animated GIFs at strategic points throughout the survey, which were
intended to both encourage participants to continue moving through the questions and inject some light-hearted
humour at the same time.

Applied Planning students drove traffic to the online survey by creating social media posts which were shared on
personal Instagram, Facebook and Linkedin accounts.  This was the most successful strategy and is further 
 discussed in the channel performance section. 

Survey Feedback

Student Networks

Instagram Takeover

VII. AWARENESS ACTIVITIES
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Item 2
60%

Item 1
40%

Item 1
63%

Item 2
37%

Vancouver Residents
83.5%

Non-Vancouver Residents
16.5%

VIII. ENGAGEMENT RESULTS 

Strong engagement with younger voices was achieved as 278 youth provided
feedback on the Broadway Plan’s Emerging Directions. In total, 54 youth attended
the virtual youth engagement workshop and 224 youth provided feedback through an
online survey. 

The online survey successfully achieved diverse representation as 20 different ethnic
backgrounds were represented. The highest amount of feedback was received by
individuals self-identifying as East Asian (24%) and Canadian (22%). 

The online survey effectively reached people who would be most directly impacted
by the proposed Emerging Directions. Approximately 50% or 156 of responses came
from individuals either living, working, or studying near the Broadway Corridor. Of
this group, nearly 70% were previously aware of the Broadway Plan, thus indicating
strong awareness of the plan by those living in the Broadway Corridor. 

60% 37%

 82.2% Vancouverites vs
16.2% non-Vancouver

residents 

*3% of respondents selected 'non-binary' or 'do not wish to respond' as answers

Location of where online survey respondents live:
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STUDENT

NETWORKS 

8¢ / response

61%

IX. CHANNEL PERFORMANCE 

The business partnership (with Rain or Shine Ice Cream) performed well overall with
a total of 77 responses generated, at a cost of 39 cents per response. The core
demographic was effectively targeted through the channel as nearly 75% of these
respondents were youth under the age of 30 who live, work, or study near the
Broadway Corridor. 

Unfortunately, while another business partner (Nat’s Pizzeria) was very gracious to
donate a $50 gift card, they restricted the placement of signage to less than optimal
locations within the restaurant. The Nat’s Pizzeria partnership generated a total of
two responses. A key takeaway is the importance of sign placement as part of any
engagement strategy. 

Business Partnership 

For tracking channel performance, each engagement technique was provided its own
dedicated QR code and survey link. The following is a summary of each channel's
performance.  

Posters

The Instagram takeover on Langara College’s account also proved to be effective and
efficient at driving youth engagement. Generating 1,900 views and 34 survey responses, the
Instagram takeover provided an ROI of 47 cents per response. The success of this channel is
attributed to excellent filming, editing and design of social media content. 

Instagram Takeover Lastly, while the design and placement of posters were well-considered, they
generated the least responses and were the most expensive channel. With around
30 posters placed throughout West 4th Avenue, a total of 5 responses were received.
The ROI of this channel was nearly $12 per response. While publicly displayed
posters are helpful in driving awareness, youth engagement may be better achieved
through emphasis on digital channels.

Student networks (inclusive of personal social media accounts) performed the best with 183
total responses generated. The channel drove 61% of the total response, and provided an
efficient Return on Investment (ROI) of 8 cents per response. Collected data firmly supports
the notion that digital platforms can be effectively leveraged as part of a word of mouth
strategy. 

Student Networks

BUSINESS

PARTNERSHPS 

39¢ / response

26%

INSTAGRAM

TAKEOVER

47¢ / response

11%

POSTERS

$11.80 / response

2%
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X. WHAT WE HEARD

At Work 4.0

At Home 3.8

Getting Around 4.2

Arts & Culture 4.1 

Broadway as a Great Street 4.2
Within the survey, respondents were requested to provide feedback
on five area-wide policies. Support for these area-wide policies is
represented on a numerical scale from 1-5; 1 indicating low support
and 5 indicating strong support. 

Selection of area-wide policies to be included in the survey were
determined by their likely interest to youth (ages 13-30). 

Overall, these area-wide policies were well received by respondents.
'Getting Around' and 'Broadway as a Great Street' were the best-
received, 'Arts & Culture' and 'At Work' were well-received, and 'At
Home' was fairly-well received. 
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“We are interested in
whether the Broadway Plan

will bring new supply of
affordable housing units

that will be readily available”

“Too many studios being
built – new units are too

small”

“How is the city going to
keep that balance of a

great neighbourhood, but
also affordable and

livable?”

On March 22nd, the City of Vancouver hosted a virtual youth engagement workshop regarding
the Broadway Plan. The following is from a consolidated report of what was discussed as well
as the important feedback retrieved from the six breakout groups. Certain themes and notable
quotes came from four of the main emerging directions of the Broadway Plan which included:
(1) Getting Around, (2) At Home, (3) At Work, and (4) Broadway as a Great Street.

“Active transportation is currently very inconvenient, more bike lanes are definitely
needed”.
“Bike parking near Skytrain stations last-mile coverage, not enough to encourage certain
subsets of population to use transit”.
“Ensure there are enough measures to address current overcrowding for certain transit
lines”.

In regards to the 'Getting Around' Emerging Direction, discussions from the virtual workshop
touched on the topics of active transportation as well as new and proposed transit for the
Broadway Plan. Participants liked the priority of bike lanes, however, it was also mentioned
that the need for more secure bike parking at stations or areas to maintain bikes were needed.
Many positive responses were said about the proposed Subway, however, there were
concerns on overcrowding on the existing bus routes in the area and how more development
may impose impact.

Some feedback about 'Getting Around' from participants:

For the 'At Home' Emerging Direction, the discussions touched on changes to density
and  affordability. Topics discussed included support for more density and height
allowances in the area. Although there may be loss on the character of the area as
height and density increases, participants voiced out their concerns on what
affordability really means and how big unit sizes within new development will be.

“Build up! More density,
mandatory minimums,
more height allowance”

Quotes about 'At Home' from participants:

Getting Around

At Home

X. WHAT WE HEARD
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"Keep offices on arterial roads, and residential off arterials."
“Bring people in that area in different times of day – a variety
of employment and businesses.”
“More shopping spaces. More affordable grocery shopping.” 
“Concern over how small businesses will fare financially
when larger businesses, attracted by the Skytrain, move into
more areas along the Broadway corridor.”
“More opportunities to increase patios and local serving
shops along with some night life venues in the area.”

For the 'At Work' Emerging Direction, the discussions touched on
business diversity and variety of uses in the area. The following
main themes from 'At Work' included supporting small
businesses through smaller commercial spaces and less large
commercial areas for big box franchises; the need for more
commercial spaces around the SkyTrain stations; and the need
for a variety of businesses to draw people there in different times
of day, not just offices but also venues, restaurants etc.

Some feedback about 'At Work' from participants:

Lastly, for 'Broadway as a Great Street' Emerging Direction, the
discussions touched on the need for arts and culture as well as an
improvement streetscape in the area. The following main themes from
'Broadway as a Great Street' included the need for arts and culture to
give Broadway a bit more personality as it currently feels cold and
concrete; more areas for businesses to expand patios, seating, plazas
on Broadway to create a better streetscape; and more green areas to
make it a bit more lively and create it as a destination for people to
come, not just pass through.

Improve existing green connections –  Parks are
already packed, more green and active space
needed. Participants voiced that "there are not
much (park space) between False Creek and
Broadway".
Having a place to stop and relax after a bike ride.
Public washrooms – lacking around the city and
could be useful for people getting around by foot
and bike.
Flexible Public Spaces – different types of uses
during the day and at night. To help increase
safety and feeling of belonging and allow for more
local jobs.

There were two themes of areas that came up in
different discussion groups which included new areas
and spaces for cultural minorities as well as
improvements in parks. 

Some feedback on parks from participants included:

"I never stop along Broadway. I
just go through it to get

somewhere. Hard to envision
the great street idea. Do like

the ambition.”

“Parking on the major
arterial really detracts from
the environment. Want to
see no street parking in

Broadway and Oak.”

At Work

Broadway as a Great Street

Quotes about 'Broadway as a Great Street' from participants:

What is Missing
“Mix of retail and

entertainment venues,
places where people want
to stop along Broadway,
coffeeshops, breweries,

patios, libraries, etc.”

“Broadway is miserable to
walk down right now. Give

businesses more opportunity
to have pop out or seating,

fruit stands, or patios."

X. WHAT WE HEARD
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In order to strengthen engagement with participants, several key areas for improvement
have been identified. In particular, there has been reflection of the  processes regarding the
survey and recognition of where the feedback stems from in order to budget accordingly.

Looking at feedback received from the engagement workshop, it always helps to hear
back from people in their own words and thoughts. Adding areas with text boxes for
open feedback could lend the opportunity for more insight towards the Broadway Plan
after responding to the scaled emerging directions questions.

The survey received over 300 complete responses although it is likely that many
participants did not complete the survey or answered only several questions. Having
access to these respondents and their incomplete surveys would allow to receive
additional feedback without relying on the necessity for a survey to be fully completed
in order to receive results.

Allocating text boxes for respondents allowing them to share their experiences or feedback
in their own words.
 

Having the option to receive data and feedback from participants, who did not complete the
survey, however provided answers for several questions.

Upon analyzing the responses received, the data indicated that the majority of the
feedback was retrieved from social media platforms. Unexpectedly, it was found that
more traditional marketing practices resulted in the lowest engagement while
simultaneously being the most expensive and, time consuming. Best practices for the
future would require understanding the target audience — including demographics,
and allocating appropriate marketing techniques and budgeting in order to acquire the
highest rate of engagement.

Survey Improvement 

Allocation of Fund Towards Platforms of
Highest Response

XI. AREAS OF OPPORTUNITY FOR IMPROVEMENT 
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Q1. Have you heard about the City of Vancouver's
Broadway Plan?

XII. APPENDIX

Q2. Were you aware that a SkyTrain extension will
be constructed along the Broadway corridor from
VCC-Clark station to Arbutus Street prior to this
survey?
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Q3. Do you live, work, or study near
the Broadway Corridor?

Q4. Will the implementation of the Broadway
SkyTrain extension from VCC-Clark to
Arbutus Street positively impact living in
Vancouver for you?
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Q5. Overall, what do you think
of the Emerging Directions for
Housing?

Q6. Overall, what do you think
of the Emerging Directions for
Employment?

Q7. Overall, what do you think
of the Emerging Directions for
Transportation?
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Q8. Overall, what do you think of the
Emerging Directions for the Vision
for Broadway?

Q9. Overall, what do you think of the
Emerging Directions for Arts and
Culture?
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Q10. What year were you born? Q11. How would you describe your gender
identity?
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Q12. If you have a fixed address, what is your
home postal code?

Q13. If you live in Vancouver, how long have
you lived here?
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Q14. City of Vancouver residents and visitors come from many different
backgrounds. What is your main ethnic origin or that of your ancestors
(grandparents or older)?
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